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Dicapainya angka PDB Ekonomi Kreatif pada tahun 2019 sebesar Rp. 1,200 
Triliun, dimana subsektor kuliner memberikan kontribusi sebesar 30% terhadap 
Ekonomi Kreatif, dapat disimpulkan bahwa industri kuliner saat ini sedang mengalami 
pertumbuhan. Ditambah dengan Indonesia sebagai negara pengguna aplikasi mobile 
paling aktif keempat di dunia dengan rata-rata penggunaan aplikasi mobile sekitar 4 
jam perhari. Fore Coffee adalah sebuah start-up bermodel bisnis kedai kopi yang 
menggabungkan kopi dan teknologi. Fore Coffee sendiri memiliki aplikasi bernama 
Fore Coffee, tujuan dari penelitian ini adalah untuk mengetahui faktor apa saja yang 
mempengaruhi behavioral intention konsumen untuk menggunakan aplikasi Fore 
Coffee. Pada penelitian ini menggunakan descriptive research design, data yang 
didapat sebanyak 145 sampel dengan melakukan penyebaran kuesioner secara online 
dan dianalisa menggunakan teknik structural equation model dengan software LISREL 
8.8. Hasil dari penelitian ini menyatakan bahwa time saving orientation memiliki 
pengaruh positif terhadap convenience motivaition dan post-usage usefulness, serta 
price saving orientation memiliki pengaruh positif terhadap post-usage usefulness dan 
post-usage usefulness memiliki pengaruh positif terhadap attitude towards online food 
delivery services, dan behavioral intention towards online food delivery services 
dipengaruhi secara positif oleh attitutde towards online food delivery services.  
Implikasi manajerial dari hasil penelitian ini adalah dengan menjamin dalam waktu 30 
menit pesanan kopi konsumen akan datang kepada konsumen dan Fore Coffee dapat 
mengedukasi konsumen terkait menjaga kesehatan dimasa pandemi seperti ini. 
Kata kunci : hedonic motivation, prior online purchase experience, time saving 
orientation, price saving orientation, convenience motivation, post-usage usefulness, 
attitude towards online food delivery services, behavioral intention towards online 





 With the achievement of the Creative Economy GDP figure in 2019 of Rp. 1,200 
Trillion, where the culinary subsector contributes 30% to the Creative Economy, it can 
be concluded that the culinary industry is currently experiencing growth. Coupled with 
Indonesia as the fourth most active mobile application user country in the world with 
an average mobile application usage of around 4 hours per day. Fore Coffee is a coffee 
shop business-style start-up that combines coffee and technology. Fore Coffee itself 
has an application called Fore Coffee, the purpose of this research is to find out what 
factors influence consumer behavioral intention to use the Fore Coffee application. In 
this study, using a descriptive research design, the data obtained were as many as 145 
samples by distributing questionnaires online and analyzed using structural equation 
modeling techniques with LISREL 8.8 software. The results of this study state that time 
saving orientation has a positive effect on convenience motivation and post-usage 
usefulness, and price saving orientation has a positive effect on post-usage and post-
usage usefulness has a positive effect on attitude towards online food delivery services, 
and Behavioral intention towards online food delivery services is positively influenced 
by attitutes towards online food delivery services. The managerial implication of the 
results of this study is to guarantee that within 30 minutes of consumer coffee orders 
will come to consumers and Fore Coffee can educate consumers about maintaining 
health during a pandemic like this. 
Keywords : hedonic motivation, prior online purchase experience, time saving 
orientation, price saving orientation, convenience motivation, post-usage usefulness, 
attitude towards online food delivery services, behavioral intention towards online 
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